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ABSTRACT 

This speech discusses varioli^aspects of a placement * 
director's work in a large community college- A successful placemen.^ 
director is an, ambitious extrovert. Palace ment requixes an ample 
budget^ and approximately 1^000 square feet of space for offices and 
parking, students should be helped >to prepare resumes ^and the 
placement diredtor sKould prepare introductory letters and other 
referrals^ and arrange these in a file. He should also prepare 
students for job interviews by rehearsals and encouragements.^ A brief 
form should later be s^ht to students^ asking for feedback. The 
second major'task of a ^placement director is to *have detailed 
information "about 'the various kinds o'f "jqb openings in and around the 
city where the college ,i'S located. This can be obtain €?d from 
newspapers and through .'establishing personal contracts .with major 
companies who might ne4a, employees. The director should try various 
means to get in touch wixA^ company^of f icials^ and infoj^m them about 
^ the college and its prpgrams and how the graduates can be helpful to 
them, in their employment- settings. (SE) . 
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^ Preface 



These tnany pages of information are about the 
Placement Function. This content has been developed 
as support data especially for a speech to hh ^ 
delivered at the Pall - MCUPA Conf erence^on 
^id&y, October 24, 1976 at the Southfield Holiday 
Inn. 

/' . 

These numerous concepts are mostly common 
sense, while other concepts are different or unigue. 
Each concept is intended as *a -catalys.t for fostering 
mo.re dxalogue between Placement Directors , in 
conference jrtt^ndance and later solidifying their 
placement function at each campus. 

These ideas have been T^efined and gradually 

revised over the past 26 months and work well at a ^ 

Community College^ (9^,000 students) in a growing 

suburban area of Southeastern Michigan. * Perhaps 

some ideas can assist to imp:^ove placement methods 

> 

at other ootteges. Fov some co-^professionatsj, it 
may be an unworkable system. This director welcomes 
and encfdurages your comments. * . - 
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MARKETING OURSELF 



Placement an^ helping students secure jobs Is a ' 
plee.sant concept. Assisting employers to be aware of the ^ 
services available at a local colleger such as a community 
colleger is also exciting* Being a catalyst assisting an 
interested and qualified student to find an available position 
at a local business or industry is even mor^ exciting^ The 
Placement Director r whose service is marketing students r is 
really busy sellingr and selling all the time* Mister r Ms«r 
Miss/ MissiSr and Doctor Placement Directorr are you already in 
tune with proper selling concepts? 

Selling ooQupatione are' in the Marketing and 
Distribution oluater. Marketing is the performance of- 
buainesa activities that direct and^ provide for phe flow 
of goods and Services " from producer to consumer. The 
importance of personal selling is illustrated by the fact^ 
that salespersons outnumber advertising workers by about 
40 to I. Approximately 5% million people in this country 
work in selling jobs. Personal sellinci is presenting 
the product or ^service individually to the prospectvve 
customer and urgvng buying action . It is therefore 
easy to see that there are many individuals involved in 
sellings and individuals must market the product as 
previously conceived by developmental or advertising 
individuals .^ 

This selling. concept as used in business and industry is in* 
herent ijti And ;al6o involved with the^educational process* The 

,^^ 'adveatrtisinq agencies could be considered as the executive 
adinitfia€rators of a college r auch as the President / the board r 
and thy V^P>'s designing curribuium r etc. A Pl acement Director 

/ t(suii^l^ly is also an administrator and it is common for them to be 
mid-ievel, or "working administrators." The term "working" is 
used to illustrate that this individual not only interacts 
constantly with faculty r administrationr students r and corpor- 
ationsr but must maintain a very, flu4.dr and highly flexible 
schedule to be available on ah on^-qall basis within the business 
coihmunity^ It is the P lacement Director yho markets the colleges ' 
end producty "STUDENTS" of . that college . Students possess the 
services, and the PlacementT Director makes these students' better 
known to local businesses and .Industrie^. Graduates are properly 
prepared for local employment* Therefore r placement involves 
selling^ and more imporjbantr selling oneself. 
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Oftenr it has been questioned are salesmen/salespersons 
made or born? This PlaQement Direoior believes that they aye 
barn! Heredity has payed as a valued servicer or a disservice 
by providing us with traits which when refined by our envi- 
ronment r and nur tared by our parents r and further cultivated 
by our peerplaying actions as a childr result ' in either an 
independent r well-planned extrovert, or a shy introvert who may 
need constant attention or encouragement. It is my contention 
that an individual is successful in sales if he or she is mostly 
an extrovert, ambitlousr well-organizedr etnd interested in doing 
that little extra, and making " that extra call *** You do nol: - 
have to have "the> best gift of gab," but it sure helps • Knowing 
when to start talking is not as important as knowing when to^ 
stop and sturt listening. Looking and being interested is even 
more impressive. 

When marketing oneself as a Placement Director r there are 
two groups to be served . The firsts and most important^ ie ' 

, the students ^ The Placement Director must maintain a clean, 
business"' like office situation , and be readily available to 
the college students. Also, that individual, with his or her 
professional staff, an^ ar)i«d with a proper budget^ {moKt i^^tt 
be A(U.d on thZ6 vitaZ pOA.nt tatt^, } must maintain a system for 
describing jobs in a very efficient and business-like manner. 
Certainly, the use of the telephone, and the postage through 
the U.S«u mail is a good m^ians of informing not only studentjs, but 
in securing and soliciting jobs/positions from employers. But, 
these methods are inferior to the professional business 
call - ••the one-to-one ratio." This is true selling and it must 

^ be done to make placement meaningful and effective > 

Regretfully, many communi^^y colleges, ajid, yes, even ' 
numerous four-year colleges select a placemc^nt person usually 
from their existing counseling ranks. Rj|tixed individuals, indi- 
viduals on disability, individuals who no longer care for the 
hectic cS^assroom pace, have been assigned or have requested to 
serve as Placement Directors « No words should be, wasted on the 
.process where ill-qualified individuals are involved in the vital 
vibrant placement process. It would be better for a college ^to 
secure a. fresh business/industry oriented individual from the 
" outside real w ^,rld»^* or select one of its on-board eager, pleasant i 
cooperative, d>..amic co-op coordinators. These co*-op coordinators 
have already, for a lesser number of individuals, provided data 
to numerous companies and are familiar and confident in their vital 
outside contact relationships. Of oouvse^ teohnieat^-vooationdi 
inatvuctovB may also be id^aXly suited eepeoialty if the poltege 
has a higher proportion *of technical enrollment. 
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Many colleges are composed of a similar number of students 
enrolled in the academicr and technical programs. Generally the 
students in the academic area transfer to four-year cclleges. 
Therefore, they do not usually become the final responsibility for 
placement on a full-time basis, but end up as charges of the 
receiving ii>s{titution. The technical students or those wtffei: 
students deciding to take a year off from, colleger or students 
needing part or full-time employment immediatelyr are rather 
marketable under the right se't of realistic circumstances. But 
the fight or jbest set of circumstances are not easy to define nor 
exceedingly visible to outsiders of a college, to taxpayers, and 
frequently, not <}escribed in any of the literature about placement. 
I t is>. the role of a competent Placement Director to ferret these 
data out immediately . 

First, we should indicate the ideal situation as it may best 
relate to our students . Any placement service , to be well received 
by the student, should be opJ:ionaL , and totally voluntary . This 
means that no mass computerized printouts about enrollment and/or 
lists of names should be assumed to be the college^ manpower pool 
for placement. Rather, each student should be encouraged through 
a large sign in front of the facility, . bulletins , student news - 
papers , college radio , word-of-mouth , notes through faculty and 
administration , ancl special bulletin boards , or through the Place- 
ment Director visiting the student center lounge arear 6±udents 
register with, and become familiar with A routing process?^eter- 
mined by revision, which works best at that college. Thi^^ 
voluntary and optional system will make a student feel that he or 
she ha^ instituted that important initial contact. Thereby, being, 
involvtfd most directly in the beginning phase of the important 
placement process . The initial visit to the Placement Center 
should provide a gteat deal of warmth , in the form o£ a qualified 
receptionist who performs all the office duties necessary to make, 
that student or the public, or employer feel at ease. The color 
acheme of tho office shculd be pleasant, ample reading literature 
current, and a system for seeing the Placement Director^ his 
secretary, or an assistant also very business-like. It is strongly 
encouraged that a basics data packar^e be made immediately upon entry 
available to a student Upon their initial visit. The contents of 
Lhat data package is not as significant a^ the. fact that such was 
available. Normally, the package should be a large folder, of a 
large envelope in which the studcfnt can kee£) all his/her employment 
seeking refercince materials. Examples of resumes, information 
about letters of introduction, various bulletins and brochures of 
a general nature, typical job request sheets, as examples that 
employers normally use, and other important information that may be 
developed by the director or purchased in quantity through our 
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Mid-West College Placement Assqciationr or MCUPA* This package 
tends to build quickly a rapport with the student at the center. A 
package encourages each to feel. that their initial visit has not 
been wasted* Yesr a simple information sheet r at a comfortable 
desk, is to be filled in and should serve as the basl^i for dialogue 
between student and his director* A means to see all full^-time 
applicants should be inherent in the Placement Center. 

Making the student feel at ease is really a solid marketing 
concept. After all, the student is the product of that college 
and its most valued asset. It shall be the student, who after an 
increase in knc 'ledge, awareness and development of helpful letters 
of introduction, reference letters, or resumes, will be our product 
as a person, seen by an employer. Therefore, a loyal well-pre- ^ 
pared student is the final report card of each placemient officer. 
Let us never underestimate the report card given us daily by stu*- 
dents. Students usftally fali into three main groups, a) Those 
highly motivated for jobSr b) those casually stopping by for infor- 
mation to see if something is now available, and c) those stopping 
by just out-of-curiosity» It is quite obvious this last group, c) ^ 
will have little value as an emissary or ambassador Ijcicause they 
will not follow through with the procedure. The '^ddle group, b) , 
might need information now so they can make a better choice latere 
And of course, the group that is highly motivated, a), should be 
'khe students that fqllow through and are seen by one or more 
employers later. These students will comprise the real statistics 
about placement. Most placement officeyi do not, realize that 
t heir marketing is as important with the students as it is with 
their collea^ues^ peerSf andy or industrial/business clients . This 
marketing concept with tne students cannot be underestimated. Moet 
often it iel WHIT If a solid pelationahip hae been made, then 
follow-up and feedback will be eimpler, and future plaoementa 
atr^eamlined by the good aommente of previous plaoementa^ 

Many criticismn iridicatttd against placement centers are 
directed towards second-class facilities . Facllitieai require an 
ample budget , and budget is an outgrowth of the true philosophy~of 
that college. But an effective and increasing budget tn undoubt- 
edly an outcome of an. effective communicator using the required 
chain-of-commnhd, and when, and if the Placement Director has 
reached the power structure^ budget follows. ^^ THEREFOREm SUCCESS 
BEGETS SUCCESS Facilities in placement do not have to be large. 
Certainly 600 square feet would-be ample for a. director, student 
aide, receptionist, and a full-time s^oretary^ Another 200 square 
f^et could bs added if a student work room, {and such is recom- ~ 
mended,) was provided, and another 150 square feet if an interview- 
ihtf room fo^ employers is added. Therefore, approximately 1,000 
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square feot v;ould be the amount for a full blown program serving 
4r000 i3tudents headcountr but 8,000 students do not require 
double space; merely added footage and help. If tjtie Placement 
Director has an assistant, another 100 to 150 square feet should 
be available. Another 200 square feet could be in the form of a 
waiting area where current literature is provided for review of 
potential jemployersr students, etc. An evergoing coffee pot. 
could be present. Not to be underestimated is the value of 
parking space nearby the center where the students and ouj;^ 
visiting i^mployers can park, . At our community colleger we have ^ 
found that we turn over about seven cars an hour when busy, and 
about three, cars an hour when we are not real busy. Usually you 
would need approximately eleyen parking places for seven cars so 
that there can be flexibility to turn around and safely exit, Vou 
can eliminate two or more available parking places because of 
inclement weattier, and/ or snow, A reasonably safe access to .the 
center is also a concept of marketing. How can you market a 
product if you aye not in a posit i bn to be cognizant of the 
flexibility^ the saf eguardincyV anJ the ease of entering and exiting 
the center ? How can someone enter oy be relaxed ? 

'^ Marketins begina with .the student ! The student must realize 
that he or she has to prepare himself properly for t^j^g job Search , 
•*It is the. philosophy of biir college that pa^t-time jobs weigh ^ 
equally (while they are enrolled) for our students as do full-time 
positions." Now to some educators, this mi^y be rather surprising, 
but to a student in hiis first year of college, a part-time job may 
be the method by which enrollment can be enhanced or maintained, 
confidence built, and better grades earned. That student would be 
uninterepted in a full- time position, and the data relative to such 
a search would be improper to be provided a.t the first visit,. Hpwr 
ever, every student who is served for part-time jobs with quality 
will come back again and maybe again to use the placement center, 
and each time be more knowledgeal>le in the pursuit of a job and 
^better in the search » At Schoolcraft College, over half our place-t 
ments are in part-time jobs, 1% is true that these are the less, 
desireable jobs,^the rate of pay. is lower, the working conditions 
are not as desireable, but then again, good marketing concepts are 
aware that this is to be expected. Reality indicates that the 
, students should tolerate it,,JLf only to move toifards fulfilling a 
career goal which can provide better and more stable future 
employment opportunities. Eventually if help is given to a fully 
receptive student, once is enough hi he/she will uii' hio?her concepts 
again on his/her own. In reality twp placements result. 

Helping student find full-time jobs means that positions, not • 
jobs, are desired. The student should have a definite set of 
skills. Here is where our letters of introduction^ letters of 
reference, and resumes are really mandatory^ Over two-thirds of 
our contacted employers have already indicated on their job 
specifications that a resume is highly preferred. Therefore, it 
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seems very practica'l to encourage all students seeking full'-tlcie 
employment to develop a resume . Although a resume is brief, and 
Usually one page, marketing oneself is Yiot possible until the 
developmental steps and awareness of one's past have been carefully 
anaiyred* I am continually amased at the difficulties students 
have to develop a resume. I believe, s^s %Lxa^ goes on, more or 
better instructional units should be designed in course curri*- 
cula to more firmly foster the self«-invehtory concepts and devel- 
opment concepts an^ that data will be included for a resume in 
special courses. Good marketing concepts would indicate that a 
resume could not normally stand alone. Therefore^ a letter of 
introduction should be accompaning the resume, or preceeding it, 
and such information as references could be provided by direct 
inquiry to mft > The student who has had a chance to develop his own 
resume, will have had dialogue with his/her peers, and/or the 
director so that questions relating to their backgroundr their 
current plans, and the^]^ future plans will have l^een. identified* 
Hence, he/she v;ill be ^^^^^6 irnportant interview. 

Xihen a student desl;ces to be ready for a job market, he/she 
must be cognizant that an Interview could normally follow. There*- 
fore, common sense concepts would linply h^/sheshould be .very ready. 
Preparing for an interview comes after having, prepared a resume 
but not before additional "heart-to-heart- dialogue** with the 
Placement Dire<ftor> or his assistant has pccurr^fd. Sometimes , pre- 
screening rehearsals and encouragements are the order 9f the day. 
This i,^ a delicate issue, as people come in all sizes i^nd shapes 
with various types' of emotions, and yes, I have had them cry in my 
office, or on rare, occassiohs walk out, never to be seen again. 
But isn't it better for each to waKP his/hexinitial errors with us? 

It is very important that the individuals have their confidence 
reinforced by having a list of. roferrals that my be 30 to 40 in 
number . Such a list when duplicated can be provided to them when 
their resume, has measured up. Practical economics requires that 
they use thf^ proper si^ed number 10 envelope, and address it heatl^y 
and correctly, and provide the stamp themselves. They, of course, 
should type on an elact|ric typewriter for final resume preparation. 
The director could provide some students with the services ori an 
individually paid basis of a co-op student, or aide, who is 
qualified and experienced to prepare neat final resume copies. 
These aides would be modestly paid, and self-employed. Humerous 
duplicating centers are available to prepare neat cr^sp multiple 
copies, usually fifty. The letter of introduction will always be 
prepared and typed by the director's staff* and signed, but the 
quantities are duplicated by the students at their own expense. ^ 
Their issued referral list should be discussed '^in detail at their 
thirdi or fourth interview (dialogues of l.S minutea are Quggeeted) 
with the. director. THIS STEP IS VITAL IN THE SEARCH *. Students 
should also be encouraged to develop a form letter, (style and 
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content could b'e clarified) to each of these companies* Eliminating.^ 
those sources he or she does not care forr or those geographically 
unsuited* After one week passes, the student may have received a 
few applications r or some postcards indicating company pending 
action. These communica*Vions will refurbish the students confidence 
allowing him/her to realise that someone is, or my be ini:er;e8t6d« 
The student then should return to the placement center and makct 
phone calls (free) to select companies asking "whethe.r the infer-* 
mation sent oh has been receivedr and if aor what steps t^e 
companies would like him to take, as providing mpre information 
laterr etc." If no answer is forthcomingr then two weeks latere 
an individually prepared forn^ content letter on plain stat^ionery 
by that student should bo sent* Obviouslyr the. director would 
assist the student to develop tKe contents in a logical /rtaotful 
format for his specific f ollovc-tJip/ In ihlA manntK, ll thnjiz. oK 
ioiiK ittxdznti CLfit tooklnQ ^ok job6 tack weefe, thz ?tactm&nt. Vi>ttctoA 
hoA ttO AquKtu ^eXnioKczd (ind tkz name thz platztnznt ctnttft^rid 
tolttgz ktpt p/iomlntn£ to thut coKpoKationi^ " THIS IS HIGHLV 

P reparing the studV.nt, paper^ (writteri*'*wise) ^ idea wise » and 
with prescreejning In getting ready for the job search is one of 
the major reJponsibilitles of placement^ but only really haflf of 
that process The otheir half, of course, is working in realistic 
unison witb ^imployers* One of the most im' ^ ortant things a student 
can do , and must do, is pr'ovide feedback to the placement office* 
This is not easy Jto acquir^v* Students sometimes :£iS3ume that a job ^ 
is owed: to them by the college, or the feedback form will be fille4 
out by them later Students, usually are not commup.ication-oriented* 
!Miis_JL8_very s»^^ If a student has developed a foldet for the Job 
search, follow-up whether re^iuJLred or otherwise should be auto- 
matic. Our proQess has been te> at the end-^of'-the month, or . early 
the following month to mail a. brie^ form cover lettej;' and a blue , 
follow-up printed form to ea^sh student, asking for feedback; He 
have been averaging from abo:it 55 to 60 percent returns. We then 
wait another two weeks, and place an asterisk* on those students 
names who* have not responded:. This asterisk* implies, and means # 
that the receptionist^ secretary, assistant, or myself will, if the 
student returns to ou^offi<;e, we will have dialogue •^why" the 
feedback form tjfas not returied. ' Yes, the students feel each has 
sufficient reasons, but ifswe are not informed, how can we properly 
market our service? If we do not knot^ what positive actions We 
can utilize to improve our services to the' students as well as the 
coWporations, we can never/ improve. The ultimate of 100 percent 
feedback probably is never attainable.! aza informed by some o^ my 
colleagues that 55 percent jueedbac:k by the studc^nts is comi^endable 
in itself. I do not accept that as a su^fficlent reason for ' 

\ 
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accepting ^5 percent as a monthly feedback figtycei It becomes 
exc«edinqlyfeif f i cult to determine the exact number of placements 
If leas than two- thirds return for ms » and it J?-ecomas even aiore 
difficult if you have istudeiits appearing to -visit and have dialogue 
with" the director and his assistant who initially ueed our services 
two,/ or three, or four oonths previous. MUt We moikt, in OU-K, bt6i 
z^Cofit&t Md unrfe-t quJi mo&t pKd^t&'iional c^bltiiitAf, thz btt t 
ZAtlmoLti, _oi tht mmbzJL oi &tu.dtnti that wfe h.dvz iziv&d, dunging tht 
month tofio pKob^btij aJiz ptaz&d,'^ m colleagues and) pe^rs ra\s often 

ASKED MB WHY DO YOU NOT FORCE FOLLOW-UP POSTCARDS AND, . OR WRIvTTEN 
DIALOGUE FROM CORPORATIONS ON STUDE;4TS REFEIIRBD AND PLACED. AND 
THE SOLUTION IS OOR PHILOSOPHY ASPECT OF OUR CONCEPT IN MARICETING. . 
IT WOULD BE LESS THAN PROFESSIONAL TO CONSTANTLY INQUIRE OF 
EMPLOYERS IF THE STUDENT WAS PLACED , OR IF THE STUDENT HAD AN 
INTERVIEW. IT WOULD TAKE ON. THE REALM OP PRYING. OUR CONCEPT OF 
MARKETING IS SUCH THAT WE MUST DEVELOP A RAPPORT WITH THE STUDENTS , 
SO FEEDBACK CAt? TOTALLY BE COMING IN FROM THE STUDENT . We fLZCOg- 

Yilzt that thJU lyitzm fioA. bwiAt InLqiUtLu, but It ' Id tkz. bv^t " 
it/item we c^n /lave viltkoMt both^nXng ^tfndtihhKrVi ouJi ie^v^ce o^iea ^ 
cofLpokationA. Slndt we toe p/tepo/iLed tkz itadznt ttiKoagh ZMtfU 
oj lntKodii.c.zlon and ktAumzi , and have dUcott/mged any pK&mktfVtz 
6 tadtnt contact on tht phont ofi vl6it& at thz coH-poJiatlon ant 4,l 
fLtQULtitzd io. bij that emptoj/e^ Fo/t oa to vlolati t/ioic p/iocedu-te 
by badgtAJ,ng\on ;die phont, on, lzttzk&, tjoonjid not feeep tht thzmi Oj{ 
ptaztrnznt mpJtoyeJt AtfLvict-o'vUn^^.d. bilieve me, if someone has a 

BETTER, MORE EASIL.Y WORKABLE IDEA, WE WOULD CERTAINLY TRY IT^ PEED7 
BACK IS NOT cj^REFULliY DESCRIBED IN ANY OF THE LITERATURE |THIS, 
DIRECTOR HAS ALjlEADY REVIEWED. I TftlNK FEEDBACK IS A PROBLEM THAT 
IS NOT EASII^Y IflESOLVED UNLESS, ANp IT IS POSSIBLE TO DIVBP.T.SO 
PERCENT OF TIHE DIRECTOlfS ALREADY ^RECIOUS TIMS^AND HIS STAFF TOWARDS 
^?SDBAr!;. T9IS, WOULD MSAi? LESS, ?^ANY LESS, /fUSlNBSS CALLS IN THE 
FIELD, AND LESS STUDENTS COULD BE: SERVED. THE RELATIONSHIP IN THE 
OFFICE WOULD EVOLVE .TO ONE AS USED BY A DICTATOR. YOU MUST... DO 
THIS, THIS. WE DO NOT BELIEVE AT; OUR COLLEGE WE WOULD WANT TO USB 
A FORCEABLB OR WEDGED TYPE OF FEEDBACK SYSTEM OH ANYONE. IT CAN BE 
DOtfE, I AM SURE I? HAS BEEN DONE,, AND IT DOBS PROVIDE MORE |IELIABLB 
FINAL STATISTICS. , FORCED FEEDBACK CERTAINLY WOULD MEAN THAT LESS 
JOBS WOULD COME IN, LESS CORPORATIONS WOULD BE VISITED, AND LESS 
STUDENtS WOULD BE ^REPARBD TO BE SERVED IN ,THE INITIAL VISIT. It is 
obviously a value judgement that requires further refining and soul 
searching* Jf& hope >we have ahoaen the beat pathi 



4 



* This item should bo ^feudled in depth and is ^recommended &s a 
future theme £6r a MCpa ot MCUPA •Seminair or Conference. 
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, MOS^ OP THE .PREVIOUS IHFORItATION WaS ItfvOliVBD HITH THB- 
PAClililSy AND THE ST U DEMg PREfiAlUlTlCH FOR JOB SEARCH, Al?D, OP . 
COURSE, LITTLE IME^OR^^AliOH .HAS BEES PROVIDED OK TKE PR0PES%J;QNAL 
BUSINESS CALT HADE AT LOCAL BOS THBSS AND IMDDSTRY IMPtOYBR 
LOCATIONS . THIS IS THE SECOND KAJOR PHASE OF HARKSTING , AMD MUST 
BE CARRIED FORTH MITK THE ■ >gAMlB CARE AND CAOTIOH * AS WHEN 5SRVIHG 
STUDENTS . A DIPL'OMATIC MAN|(«BR MUST By . EXERCISED, EACH PLACEHENX 
DIEffiCTOR WILL OBVIOUSLY HAVE A DlFFEFtENT «ODB OF OPERATION,, IN 
t/HICH HE OR SHE PEELS HOST COHFOfC^ ABLE . 1 T&INK IT APPROPRIATE TO 
INITIALLY STATE WHAT KIND OF ♦INDIVIPPAL WOULD HOST LIKELY HAKE AN 
IDEAL PLACEMENT. DIRECTOR. 

. ' ' \ . ■ ' ■ ■' ' 

Each community college, or~:aenAor college has a geographic or 
favorite area that ii^ tends to servo with greater repetition than 
other more remote area^. A Placefflant Direct or 8hou;i<3l selected 
^ho is familiar with th»t area , familiar w^th the oolle^e structure . 
being afet ease and accepted bV stud^ts . one who gpeake we 11 f writee 
weU, M has alriaady developed some rapibort with the busihese and . 
ind\ist ry clients who tend to support th^»t college.. Generally 
speaking , tlfe individual should be a controlled extrover t who 
enjoys interacting vjLth p4ople , who is a self-starter , aabitioue 
and aft" independent abstr.^Vt thinker , one who desires to ~iadttca -' 
tionally and professionkXlPs haip p"eople . " All kinds of people ." 
Whereas, this is a job description for most egfucators , self-exam- 
ination and" contemplation will indicate many, with whoja V,ou "already 
{^re avare, who do not meet this reasonable and fair estimate of a 
Placemo^n^" Director. CAUTION MUS.T BE EXERCISED THAT THE INDIVIDUAL 
BE AT EASE IflTH BUSIJfESS AND IKDUSTRY ON THE PREMISES OF THOSE 
SUSItiESpES AND INDUSTRIES. " It is one thing to b.e comfortable on 
campus on you<: own tt^rf, but equally or more important to be flex- 
ible and feel relasced, at a company. But in' the local establish-,, 
ments, be it societijo^, agerfcies, institutes,, or as most usual 
business and industry,. f uneasiness would easily be detected. It is 
also vital i>o my op'in^idn, that tfhe individual possess a b^sic 
degree commengarata with the rest of the faculty or eolleg^d admin- 
istratorsif- It may be a BkccalaureJ^te, in some areas a Masters, or 
even beyond. So the diretftbr may fc^eh feel of equal, value and merit 
with and among his/he'r petfrs is the partial reason for^ degree.^ it 
is also vital that a d'egred ha« been acquired so\ t1iat this indi" 
vidua! cquld be the best .J>£>par^4 representative, of the collegoi 
most busiivi^ss and industry most assuredly would^'sxpect a degree. 
Duieing thjii course of an ihdujitjclal/business visit, company officials 
^ight be* interested in not only th^ process <»f placement, which 
will be cli^rified, but the preparation that fclie indivi^dual 
posfifeises to assist that embloye'r. ^ It is highly advisable that the 



' ift^^y^yuaX .actihg 'ag th^^ Officer, Diyctor, Coordinator , 

, :'c^n:y,6]'f,i^i,^^ tM%iSii;ii 'M'i nt^li'eMt'»0n and ttutual- 're«p«"ct 

;,^|&.J5a^'^:^}fl'tii:;;th'* enpipyer ■isor^, qtiycjtj^y.,.. there^ra. 'many nea^s by 
1<hi9h. |,j;tSiih '<»:?c|erjLMc% ^icguiyV^., It can, b« acquired through 

..jiV%<»K%*..»^»8a^J j^fc)s,,.ihrp|igh piri(^ appranticeahips, fchrough 
f^%\xn*ini'k,}toiXtr^X |h»6tt<fij-,a,<^ tending vapioua ipecial seminars. 
VMtAl$lX't'' '%W^^^ W(J;:k.#xpari#ncf is daair-abl'ia, . but, 

' if An |«4iyid^i i|t ^lerts^rj'^VoP.O <?lpcit ^ours qauld itupply 

a...-»,tLf<ilgifnt dlttyst |>#Jie t^*'>9,,k)<fpnv«xat«ht and accapted well by 



^ • * '.A i^jsiil^d r*si^ pipj tta>j hi Introd^'iiction is all that really. 

V>, . ,*fpjiJ«pants Ji ,iiud^^ by an employer . 

^' ^ . <»q[^aaa.t::g ap> <4 p^iiojjai ;^p^itact to a ^irm is all that rep.jtre- . 

jj^'at epiia|e-^if tlje empipye? h«a not, had sufficient inter- 
. f c^ioMwith" tll«tf 6Qi|eg«i, jgrev^ausiy. ' •Therefore, jbhe Placement 
j» Pi i^ecitfg .mu8t.be ^ttilfm Wt rftsearching ^the company, az fistic 
V tb 1 ileijtfetir €" de Ve looa d ^ ' an<§ very enterprising in the method 

by which he.'Hy; she do<fei se^ a potential contact persoft . The art 
^bf f elilngt gj^1:t!ing a <^ fES." tb^your ^placement prcgraa^and very 
few "Np^^^ , ■ Tb *^€iow;rage- ^.ndiividua^ls , to deyalpp, better \apport 
^it}^ pbWwmjLfitf, 4eV.e?r^l types, Pf concepts will be desicribed. 
.... 'Vno 1$ ' "WmSD I^O'L'X CITATION" f. anoih&v U a " COLD CEL& \ amihev 
\ . ' H fi"'*MSK^S^7^Ki of (squrse^ tHe '" COSTISUAL .SELL^ , ' Alwayjaj, use 
first ^aj?s reprddWotive eqiifipment, a^/all~tor.6ften, judgements 
Are^madp/ on' esthetics alone,, • ^teN»^ WE ALL DOME Tft^^ 



' ' , 1?^ea'- Jstftr^stin'S a ^>r.o.duc^J^ or -ssr^fice', it is vi^ry. vital .that 
npst Pf th-e «e?n« available and handy ^p)?!puld be, explored simul- 
taneousiy. This weans tha,t*the phone sfiouldL be used, or ready 
. . fpt ua.e, or sufficient i>hpne. lines should b< .avjiilable to reqeiv^ . 
in^jming calls. BusineiiS. cairas shoul^l be developed listing .the 
^ . most i>referred ejcten84«n, , and other litoratui;* should be specially 
developed whJLch is most suitable, other ijull«<t;ins should be 
developed that: aj^e ideally suited for internal distribiition to' 
fap\^i*ty and administpation^ Tet another form djsveloped which is. 
raokre ideally suite.d f or, ali ttie} , students.,, li budget permits, and 
it should, additional datav Aould be ^e^eloped describing all the . 
placement fundtloiis, beyond th^t normajtiy listed in the ^oilege 
. ,6ataipg.' Such data should be, suitabl<S, for^ han^ out at various 
functi'ons^p^ to. Ithe gojft^ral public. These data will permit open 
liniss of fcomi»uniba.tiPn to 'all the segments' that normally would 
re<3tulre jrfervicf « oif the .placement office. The placement office 
should.btt regularly, 8e9Ur.i.ng and using all the local newspa^srs 
and reaiid*"g " hot articlis* in the appjropriate jorunals'. Hopefully, 
there is.* membersljip finding or a subscription fund to provide 
V oppprtunlties t^f r<J,b!aiving ,aii th^iiteraturo that will assist the 




director to be conversant with^ the geifie^al public or to\better 
transmit Business* The Wall Stre^et Journal i$ a highly desireable 
paper 'jto bo .received at least, once* or /twice a week. It would be 
ideal that four or*«five hours a week/, .the want-ads could be 
reviewed and. basic literature including* a job reques^t spec form be 
mailed. to employers that have current listed jobs, because these 
* employers ajre now* readily in the market • It is not to be assumed 
that sSould they call, a student will ideally be available and 
alixio^sly waiting"^ bjr the phone* But the next time th^t employe*^ 
n^eds j^etvicesr. he might t.hink twice befoye he used Sfdme .expens^xve 
se^rj/fces on co'ntragted basis such as with a private employment 
ageneyr or spend large amounts of money on w&nt*ads which run for 
> long'period 'of time. The elcf^oyer t^en might Have endless phone 
calls coming in because of the ad as the paper listed it after he 
had filled th.at position. Employers working with the placement 
center can^have prescreehed«,st\|j[dent;s who, thankfully are well 
qiialified *nd si^itable by our predcraehlng for that stated 
advertfisad^ job/position. ^ . 

Xt is very iftpprtant * that a package be developed for 
employers that Include a business card , literature describing 
tTie college ; such as., an annual report or the president* s report , 
college catalogs , data aboui: specific programs in the form of 
.curriculum flyers, specific literature about the placement center, ^ 
and |>o6sibly some standard examples of past communication bulletins, 
r^sufae exampli^s,. or letter of introduction examples. These data ^ 
are included as the "CO LD SELLNpacKAGE ." Such a suitable package 
and printed folder wouTd cost approximately 50 to 60 ce'nts to 
develop. The director, would utilize this folder on his initial 
coni^act at appropriate^ feompani;es when a call is made in the. 
" Cold Sell ." It would ^p,qt be expected that the director would 
see an official of the Company if the director were just stopi^ing 
by,. And it is a ^ood idea to indicate to the receptionist «that 
he or she is only stopping By, thereby, providing a business card 
to the teceptlohist , .and securing the name of the official most 
likely to be receptive to the program . A guarantee by the ^ 
receptionist pr s cretary should be secured, that the packjage will 
be forwarded to' the of ficial...' Frequently , if it is. handled right, 
that individual may be available only a short distance from 
the company wal'king room. If the college has been established f 02: 
a long tim^, that company official may hav.e had classed or, had a, 
dependent or- friend who secured classes. Of coux;se, at an older 
established t;<^liege., this is moi^er likely. No question, 
^ '^ Cold Sell* * is even colder* when a college is newly established 
within a sparesly populated geographic area., "Po not 0Ue4 took 
vzndou KZQl»ttKta at youK cotlagt; a^tzk^aJtl^ thty izlt yon 
pKodatii/on. At^vlcti,, tkzlK J^alzApzuon 6houid 6e fitczptlvz to /tz^tfi 
yoan. Inqul^jie^ to^thz pzuonnejt o^iciL ihouldrH^^ 'thty?^^ 

* . ■ ^ . " / . 



/ 



Howeverr the' cold sell does not end with that first Visit, If the 
o^fficial is not seen, then a folXow-up letter/ individually 
addressed bo him is sent, a file-f older developed at the colleger 
al^d a rolldex card, used with his business* card^ A foilow-i>p 
phone callr letter, or visit invitation to the college could also 

indicated. At this point, the Placecrent Director can safely 
assume that the company- is av/are aad receptive for future college 
student referrals to that corporation. When I say ''assume^, if 
that geographic company i% located within the tax supported area, 
then it is obvious tha*t they are spending dollars and should 
exE>e.ct something tangible in return. Therefore, ^^11 local 
companies can be considered as captive companies, ones who should 
be apprised of tke services of that college whether or not they had, 
made inquiries themselves. A foU.ow*up visit may be necessary, 

however, move full-speed-ahead on letters of introductiohr de^ig- 

nated to them, and numerous resumes to them is a~"goocr idea. In 
fact, the most recent contact by the director should be sent ^ 
resumes, and letters of introduction, if their needs only parti^ally 
resemble what the director or coordinator thinks ^re current 
employment opportunities. The mailing on the betialf of selected 
students tends to solitify the contact witiu thei company, il/ter atl^ 
dialogue^ hToohuvea^ folders^^phoneaaltBs^unoheonaj are Neatly 
marketing conoepte thai have one final purpos^^ which ie to get a 
quatifriedj intevested^ available student totally qualified in 
the moat effective efficient manner to that employment ao a ^ 
poaztion can be offered. WE DO NOT FILL JOBS. VS PLACE STUDENTS ! ' 

Sometimes, there are companies that seer; to make it difficu^lt 
by designr or .otherwise,, for the director to seek a personal-on 
premise-audience. At this point# a " HARD SELL* * is needed. This, 
means some investigation work as to where the company official ^ 
plays golf or tennis, what association meetings he/she attends, or 
where they may have lunch. /Th^n. the director should utilize the 
marketing approach exhibited bv many top salesmen ; that is to make 
a considered effort to run into. them on an accidental basis- - 
^ accide* ^ }ll}i on purpoaeT ^ Then the director will make an attempt 
to have dialogue with them on the baaia that they have heard of 
them from a work aaaociate^ or' atudeni^ who* a name man have 
slipped their mind^ and were wondering if they could have a chance 
when the occasion is right to have dialogue relative to the/your/ 
our college.^ our sell package would not be .appropriate or 
abailable because obviously you could" not accidentally meet them, 
and have a *^ 8ell packag e** available. A business card issued will 
at *that encounter, do nicely. Then, b^ sure to firm up that acci- 
dental meeting with an individually pre.pared follow-up letter 
excusing jfourself for the intrusion, ^tc. Then, send t\fo ,or three 
well developed letters of introduction, and/or resumes to their 
attention^ in areas that you are certain they are looking for 
current einployees* If this fails to bring any feedback action from 
the company r then stop by once a week, until you can see that 
indixfidual on his own turf. If nothing more, perserverance will 
win outr as he must see you eventually, if. only a& a courtesy. 
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Learning a bout any company y and its products is. not too 



difficult. 



You can eijcaroine their trash barrel to see what kind 



of scrap they have by mearly driving to the exit, turning \ 
around very slowly, and observing through your car window.. You , 
can observe what kind^of trucks enjter the companjj and what kind ^ 
of trucks exit that company. You can also make inquiries of ^ 
employe^Sf iJarticularly if you happened to have students who ^ 
]p'revioui3ly worked there, or you can look in Dun & Bradstreet , 
Poors Index r the Michigan Manufacturers Directory to see what 
products may also be listed. Not to be overlooked, of course., , 
are the Yellow Page8 > Xhz ^^H aKd-SztV ^ -c4 KdKttiJ (Uzd btf , 
zdacatOKA, and if^mz zdaaa^ou do uAt It, thtij do not ixttty 
admit it, I 4ee nothing w^png i^itk atitizing a haKd concz/itzd 
tiio/it Jt^tlU ii thz motl\>ZA aKZ to mafee r?io/te oK bztttfi oppoK- 
tunltiti avaltablz to yoiut 6tadznt6, which w>e tw^uAe yoa, aJit 
quK motlvtA. ItJ thi dlkzato^ ha6 dl^lcultlzs, jiui think o^ 
tht nzoJL Imti^mouniablz pKQbZtmi facing yoiUi/ouK ita4zntA. 

Yet, the director must always represent him or herself at the, 
company in the highest most profensional manner. Hot only , 
being suitably groomed or dressed, but also watching every move. It 
is often difficult tp wait for 20 minutes in any waiting ro^ci.. 
realizing that the receptionist is eyeing your^very movement:^^ " 
The employer may make you ji^ait just, to see how you react. This ip 
undesireable, and I do not enjoy waitinjf., but at times v^e are 
waiting fo'r the eventual benefit qf 10^ 20, or 30 students, and "JLt 
is well worth it ." All too often, the industrialist or business- , 
, person accepts his college and the placement program quickly at , 
face-value and" turns the discusisjion to varied or other timely 
issues. It must be understood that controversial issues shpuld be 
avoided; Topics taken that may harm the individual; sex, religion^, 
or politics are never to be discussed. But, certainly^ the Plac^e^^ 
ment Director should be very conversant world-affairs, local , 
economic situations, and then try to control the drift of the ^ 
situation and conversation leading: always towards employment ^ 
opportunities at that company. Various t^estimoniaXs on how you^ . 
students are doing in similar situations .at other companies is 
desirable. ^Often, the employer will rely upon you for limits apput 
dollars, typp of work hours/weeks, and fringe benefits of compe- 
titive compahiOi9« The Placement Director has the professional.^ 
responsibility to, in a discreet mann^ri share this information 
without identifying his compny sources ^ho provide those indic^ited 
dollar benefits. These data can, in-part.,* be secured through khe 
use of a knowledgeable. Advisory Committiee, and those members c^n 
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acquire much of that information if the director cannot. The uoe 
and development of an Advisory Commitjbee will not be dwelled upon* 
It, is a matter of state law, " and more certainly common, sense ^ 
It could not be assumed that any Placement Director would be so 
knowledgeable that he couj^d begin to do work without first 
seeking the advice of numfe^ous oth^er professionals in the field* 
Advisory Committee membeva are like jewelss each member ehinea in 
the sunlight 'anU can last forever; use them often ancl wisely^ as 
-diamonds they never break or wear out. 

15 LUCKV STEPS TO MAXIMUM PLACEMEWT SBRVICE 

IVEMLYli 



7. Have tht iuppofit youfC Pfiziidznt and .a badgzt 



to match, (ijew coi-Cege4 do. ) 

aJUty ana yioKld oi Wo/tfe" ixpzKitncz to matik. 
{tact^atZy lntzQ/iatt thl6 into youk appKoadh.Y 



3. Szca^z and tuz yoan, pladzmznt jacxlitjiti ioK thz 
tomiofit oij all^ (cufe itiidznti] zmployzHA ioK 
tommtntA.) 

4. Hzv2A bz too biuij to 6zz anothzfi itad&nt , Euen 5 
nu.natz6. 16 a fizaJt old. \a imtlz iufiz h&lp6 . ) 

5. f?eue£op data packaazi ^on. zaah 6tudznt, "Staiz thl^ 
li tjou.fl ^ilz, uj>z it bitzn/' [Goldzn Rttfcel ) 

6. Vzv'zlop a izlZ' paakaa z tlmt gzti ' nzad and xztalnzd 
at alt toKpoKazJioni, Vzvzlop a cfioAA-lndzx ^ 
cofipofiatz ^llz . " (be azzufLatz on namzi i tltlzi ,] 

7. • ZzyJUlblz to zmptotjzfu , Vliit thzlH. ilfim6,, do. 

not takz (L no zailly oi an anAwzfi, a^tzn. alt, 
^fio'm 6omzu)kzfLZ tfizy hifiz Aomzonz, mu oA. i/ozZl bz 
oufL itadznti. [l^ at (^iut you iall,.,. ) 

8. U6Z local difLZZtofUz6 />u.zh a4; Pan 6 Bfiaditfizzt, 
SiandafLd andVoofi'^ Index, fiana^actafLZ& Vlnzdofiy, 
Vzltov) ?aQZi> and i')ant-Kdl, to lOfUtz and In^ofim 
nzLV company zmployejnnt 4ou^ce4. Twlc'z a month, . 
"tiail zach Aomzthlng, kzzp ^yoiui collzQZ and 
Atadznti bz^ofiz thzm, {6oonzfi on. latzu thz dawn...). 
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9. Peue^op CL IdtttifLt izKlzi on campm to cLi6i6t 
. '■it'(Ld&nt& to d&vzlop fLt&amt6» thzlK tdlttd 

^UumzA 04 Amhcu6adoK6 o^ good-w-ctt to 
(iompanl&&» Kttp thoi KtiameJ> iloioing, {th& ^ 
aafLfLOt appftoaah* ) 

J0» Vzvztop ItttzfU oj, IntfLOdattlon dboiit ■itudznti, 
04 e oitzn, tKpztioLlly ioJi tkost Atudznti 
• izzklng cajLt&fL ftalt-tlmt tmptoy!m.ifi.t. Wo /loom 
(Jo/i modtittff bat itU a, Um tint* [CoH.poH.att 
Ittdbatk viilt Inditatt vihdt mH.ki moit tiitttlvtlif) 

U, Be viilblt In ittttttd camptii ajialKi , kttp a 
hlQh pttfL/itaii KappoKt. (ab&tnti makti tkt»»») 

I 

12. Rfcfld pH.oHj-i^ohat ttttH.atuH.t , inttiact otktu 
Ylattmtnz i>lKtttoHJ^ , a,nd atttnd conitKtnc.t& oh. 
AtmlnoJU . [{fit mint ItoAn tvtKydayl ] . ^ 

13. Htlp tack 6tadtnt to be a Jatl pcuit o^ hii Job 
ita^LcK , ^tvtH. gtvt ap. aJtwMi tKy hcutdtH."- 
imT'VOESi\-,,,,Good IttcfeM ' 



mm TO DO IF: Think and Do! 



A student lacks confidence 

A student is sloppy, etc. 

A student is unrealistic 

A student has /is in a financial bind 

A student seems to have emotional problems 

A student is beli^erent 

Students, (great numbers) refuse feedback 

A student is 
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The director has a ti^ht budf^et ! 
The director has insufficient help ! 
The director has insufficient background 
The director has secoftd-class facilities or equipment 
\^ Data Processing-on campus- is ineffective 

I The job market is super tight 

i The energy crisis worsens — -^costs /availability . 

Con5)ahies do not respond to any inquiries 
Advisory Conunittee members do not regularly participate 

Companies indicate your methods pfw^se/ obsolete 

\ 

Companies cancel campus inteinrlev/s at the last minute 

Job/position specs do not reflect associate degrees 

A pep- talk is needed, to whom? 

Le.t (U ifzvefL, eve/i iongeX that cLny mafLk&t^ng pfLoafcam be.Qln6 
and zndi Mith ouJi itadtnti , Thty afLY'ouA fLzpoKt cafidi, lahlli on 
tatnptu, ana ev^n mofiz 6o uohzn vliZblt to tmploutfLA aittn ok du/Ung 
pfLogftam tomplztlon vihitt^ uoofLklng, A mtl-utabJUiktd cottege 
ihoatd tvtntaaltij ka\ft all pKlon platzd iitndtnt& a& dallij "good- 
laiU amboAiadoU," It -U thz pfLoiu^lonal KUponiibltitif all 
Vtace.me.nt VlfLtctofis to bz4t/pfLe.paJit all Atutfznti fizqututlng old to 
be. a vital and mtanlng^ul paKt o^ theJLn job/poiltlon itafiai, li 
tomp&ny pe.fuonne.1 dlfLtctou, ttc, , con6tantlu /lev-tew data about, oh. 
intzH.\)ieM latll-planntd itixdtnt appllcanti, thzifi fttczptlvity to tht 
total tolltgo. plactmtnt pH.ogH.am villi bt tnhantti, 
.,,,.THBN UKKETTHG IS{ A CIWCH? 

A/ie yoa/m H.e.ady? \ •• • ^ 

Remember: Bmploy&H6 tule 4 eve/tat iouKczA to Aeca^ie above 6e.ml- 
&killtd e.mployz^6, a.) U4, 6) Um^papzH. (aant'adi, 
c) Joa^nal adi, d) pHlvatz (Lmploymznt agencuce4, 
c) theXn. om pe.H4onne.l de.paH.tmtnt, 0 He.comz.ndation4f 
jj/iom coHAznt tmploy&zA, g) 6igni In thtlH vUndoMA, and 
k) M.E.S.C. 
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